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The Red Terror— 
At Whose Door Shall 
We Lay It ?? 


The torch of Bolshe- how hard it is to be- 
vism, finding ready come one? 
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‘DIRECT MAIL 


By Exclusive Patented 
System of Localizing 
and Individualizing 























The consumer is “sold” on the product of the 
manufacturer located in a far away city. 


But, just as it is human to be more interestedina 
fire in one’s home town than in an earthquake 
in India, it is a fact that one is interested in a 
manufactured product only at the point of sale 
—his home town or neighborhood merchant. 


From the inception of national advertising 
until the advent of the ee system no 
practical plan had appeared for the successful, 
economical localizing of Direct Mail on a 
national basis. 


Electrograph controls numerous patents on 
intricate labor saving machines that produce 
in large volume local dealer imprints and 
facsimile ink signatures. 


Equally, if not more important, the exclusive 
Electrograph method in lividualizes local mail- 
ing pieces to each and everyone of a selected 
list of the local dealer’s prospects. 
Therefore Electrograph is alone in the field of 
uality Direct Mail production and distribu- 
tion through facilities, experience and control 
of basic U. S. patents on localizing and in- 
dividualizing machinery and equipment. 


THE ELECTROGRAPH COMPANY 
725 West Grand Boulevard + Detroit, Mich. 
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This Government Report Discusses 
Misleading Advertising 


The Second Preliminary Report on the Federal Investigation of Meat 
Retailing Contains Interesting Information 


Washington Bureau 
of Printers’ INK 
HE second preliminary report 
on the Government investiga- 
tion of meat retailing is unusual 
in that it discusses both fair and 
unfair methods of retail advertis- 
ing, and goes to some length to 
point out the evils of the business. 
Several days before the report was 
published, an advance notice to the 
newspapers, to the effect that 
numerous shops in Washington 
and other cities had been found to 
be unsanitary, caused something of 
a sensation. While the dissemina- 
tion of this information brought 
down a great deal of criticism on 
the Bureau of Agricultural 
Economics, it also brought about 
clean-up campaigns on the part of 
health authorities in no less than 
fifteen cities. 

This indicates plainly that the 
quickest way to eliminate trade 
evils is to make them widely 
known. On the same basis, evi- 
dently, the report fully reveals 
certain unfair trade practices and 
forms of advertising misrepresen- 
tation that are prevalent and which 
increase the cost of retailing 
meat. 

The first preliminary report, 
published last December and 
promptly reviewed by PRINTERS’ 
Ink, dealt with the more obvious 
phases of the business. The 
present report is more exhaustive 
and is the conclusion of the pre- 
liminary survey. Next fall, the 
complete and formal report of 
the entire investigation will be 
published, and will contain many 
additional deductions from, and 
interpretations of, the facts dis- 
closed by this investigation which 
was carried on in more than twenty 
cities. 

It will be recalled that an 
extended study of the market for 
meat was provided for by Congress 
in the appropriation bill for 1924-25, 
and that a broad survey of the 


methods and practices, costs and 
consumers’ buying habits in the 
retail field was undertaken in July 
of last year. The investigation has 
now been completed by the Bureau 
of Agricultural Economics, of the 
Department of Agriculture, and 
the publication of the final report 
will end the campaign. 

Meanwhile, this last preliminary 
report offers many facts of general 
interest, particularly to advertisers 
of food products. Much igforma- 
tion is given relative to mefhods of 
retailing in other than the meat 
field. In all, 1,404 retail stores 
were studied in the investigation, 
including credit and _ delivery 
stores, straight meat markets, pub 
lic markets, pedler wagon routes, 
curb wagon stands, and combina- 
tion grocery and meat markets 
operated both on the cash-and- 
carry plan and a credit and de- 
livery basis. 

Besides a discussion of the vari- 
ous municipal regulatory systems, 
the report gives excellent defini- 
tions and descriptions of the dif- 
ferent types of stores and their 
variations. It then offers some in- 
teresting comment on the practical 
knowledge of the business that is 
essential to success, and outlines 
the methods generally employed to 
determine the retail prices of 
meat. 


THE SEAMY SIDE, AS REVEALED IN 
THE REPORT 


In the field of misleading prac- 
tices the report states that “unfair 
competition, embracing all acts 
characterized by bad faith, decep- 
tion and fraud, is wasteful, des- 
picable and contrary to economic 
business principles. Business must 
rely for its success on the excel- 
lence of its service.” The investi- 
gation disclosed that there is, in 
every large city, a percentage of 
retail meat dealers who take ad- 
vantage of the consumers’ lack of 
knowledge of quality to practice 
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every conceivable means of deceiv- 
ing the public. 

Quite naturally, these “clean-up 
men,” as they are known in the 
trade, resort frequently to adver- 
tising, and that phase of their ac- 
tivities is commented on as 
follows: 

“Advertising, as understocd and 
applied by the undesirable group 
in the retail meat industry, con- 
sists in the widest possible mis- 


representation of the products 
which they feature. Terms used 
to represent meats of highest 


quality occupy prominent places in 


all their advertisements. Some of 
those commonly used are: ‘Finest 
Meats Market Affords,’ ‘Meats of 
Highest Quality,’ ‘Prime Native 
Steer Beef,’ ‘Genuine Spring 
Lamb,’ ‘Milk Fed Veal,’ ‘Young 


Pig Pork,’ etc. Coupled with these 
terms are ridiculously low prices. 
In many individual cases, prices 
uoted for preferred cuts were 
ear than the cost of live animals 
comparable with the 
terms used. In this type of stores 
were found in all cases, either 
common and medium grades of 


of grades 
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steer beef, cow beef or bull beef for 
prime beef, mutton of low quality 
or goat offered for lamb, heavy 
carcasses from grass calves for 
‘milk fed veal,’ and cuts from 
stags and old sows for ‘young pig 
pork.’ ” 

These statements are fair 
samples of the disclosures of the 
seamy side of the business, and 
the investigation also dealt with 
the evils of misleading display, 
substitution, short weights and 
overcharges. In regard to the ad- 
vertising of meat substitutes, the 
report states that the practice of 
manufacturers of some prepared 
food products of making unfair 
comparisons with meats in their 
advertisements has been condemned 
generally by the meat and _ live- 
stock industry. 

Certain findings presented by the 
report will be especially interesting 
to advertisers of food products. 
These include discussions of the 
increase in small apartments, the 
influence of size of family on 
meat purchases, the increase in the 
ownership of automobiles, and 
changes in the mode of living and 














N view of certain rumors, 

we wish to emphatically 
state that the Lejaren a Hiller 
Studios, Inc. have absolutely 
no connection with any other 
photographic organization. 


We will continue to produce 
the highest quality of art work. 
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the general wish for luxuries. 


After offering many suggestions 
for the improvement of the retail 
meat industry and much other 
general information, the report 
presents, as its third part, an 
analysis of consumer demand. It 
is explained that interviews with 
4,080 housewives in thirteen cities 
furnished the basic data for the 
consumer demand phase of the in- 
vestigation. The method of 
gathering the information is then 
explained, and the analysis is 
presented by means of tables and 
text matter. 

It was found that poor quality 
drives more women away from 
shops than any other reason. 
Slightly less than 40 per cent of 
the housewives interviewed said 
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that they patronized their present 
dealers because they liked the 
meat sold and believed it to be of 
good quality. A somewhat smaller 
number, 28 per cent of those 
interviewed, stated that they 
patronized shops because they were 
convenient. 

The second preliminary report 
on “Influences of Methods and 
Costs of Retailing and Consumers’ 
Habits upon the Market for 
Meat” will be distributed free to 
advertisers who are interested. It 
contains forty-six pages and is 
processed. Requests for copies 
should be sent to the Bureau of 
Agricultural Economics, Depart- 
ment of Agriculture, Washington, 
D. C. 
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An organization specializing in creating, producing.and distributing Window and —~ 
6160 MAPLE AVE, ST.LOUIS.U.S.A.” 
Branch Offices—CHICAGO, 6 E. Lake St.—BOSTON, 375 Broadway—MONTREAL, 


13 Montgomery St.— DETROIT, 


611 Detroit Savings Bank Bldg.—TOLEDO, Graphic 


Arts Bldg. —ROCHESTER, 515 Exchange Place Bldg. 





Sales representatives wanted in New Orleans, Pittsburgh, Atlanta, Philadelphia, Kansas City 











CANADIAN ADVERTISING 
SMITH, DENNE & MOORE. 


LIMITED 
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Extension (Dagazine 


ANNOUNCES 


THE APPOINTMENT 


OF 


ROBERT P. O'BRIEN 


AS 


DIRECTOR of ADVERTISING 


2 


GENERAL OFFICES: 


180 NORTH WABASH AVENUE 
CHICAGO 


Eastern Advertising Representatives: 


LEE & WILLIAMSON 
171 Madison Avenue 
New York, New York 


Pacific Coast Advertising Representatives : 


V. M. DEPUTY & ASSOCIATES 
515 F. W. Braun Bldg. 
Pico at Main Sts. 
Los Angeles, Calif. 
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An Opportunity For 
Direct Mail Expert 


To advantageously connect with an old 
well established and financially compe- 
tent house. The man we have in mind 
has proved himself a real developer of 
business, an idea man with rare imagina- 
tion coupled with practical selling sense. 
He should be able to originate effective 
direct-mail campaigns from inception to 
completion and to sell them. He will 
have adequate support, will work in con- 
genial surroundings and will be assured 
a permanent future with compensation 
based upon his performance. Interview 
by appointment on/y. Write full details to 





American Letter Company 


114-116 East 13th Street 
New York 
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Public Education in Foreign 
Trade Relations Needed 


American business is growing more 
and more dependable on the develop- 
ment of international trade and there is 
an imperative need of a popular un- 
derstanding on the part of the Ameri- 
can public of the factors which affect 
international commerce. This need of 
public enlightenment was stressed by 
Edmund A. Walsh, regent of the School 
of Foreign Service, Georgetown Uni- 
versity, in an address which he made 
at the recent National Foreign Trade 
Convention, which was held at Seattle. 

It is no longer true in international 
relations, he said, that everybody’s 
business is nobody’s business. On the 
contrary, American business interests, 
as a whole, involve joint responsibility 
with the business men of the entire 
world. Intelligent support is required 
of the people if a permanent and 
successful policy is to guide the nation 
in its affairs with other countries. 
There is nothing mysterious in the 
formulation of such a national com- 
mercial policy, Mr. Walsh said, and its 
formulation should not be left to an 
occasional exercise of legislative power 
by the temporarily elected representa- 
tives of the people. 

“Political power under our system of 
government is delegated power, and the 
rulers of the nation are but the agents 
of the people and the responsible execu- 
tors of the national will,”’” Mr. Walsh 
said. ‘“‘Hence, in determining the con- 
ditions under which international com- 
merce is to be conducted, an enlightened 
public opinion and an informed public 
conscience must proceed, not follow, 
legislative enactments. This means the 
education’ of our people to an under- 
standing of the nature of modern com- 
mercial relations, the cultivation, in a 
word, of the international mind.” 


C. K. Denney with Whistle 
Company 


C. K. Denney has been appointed 
advertising manager of the Whistle 
Company of America with headquarters 
at New York. He was formerly in 
charge of advertising display work for 
the Dennison Manufacturing Company, 
New York. 


New Accounts for Montreal 


Agency 
Schofield-Donald Ltd., importer of 
chemicals and dyestuffs, and Darling 
Bros. Ltd., engineers, both of Montreal, 
have appointed Duncan S. Blaikie, ad- 
vertising agency, also of Montreal, to 
direct their advertising accounts. 


“System” ‘Appoints Roy Cook 


Roy Cook, formerly an account ex- 
ecutive. with Dorrance, Sullivan & Com- 
pany, Ine:, ‘has joined the New York 
office of System. -He- will represent 
this. publication in ‘Pennsylvania and 
the South: : 
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Introducing 


Finance 
to 


Every little while 
established con- 
cerns find their 
printing program 
held back by the 
shallowness of the 
budget. 


To such substantial 
enterprises, a live 
printing corporation 
offers the facilities of 
a modern plant com- 
bined with highest 
ability to turn copy 
to the finished pro- 
duct— 


And also financial 
resources to meet the 
customers’ credit re- 
quirements. 


Crane 


For further information 
communicate with Mr. 
Minge, 424 West 33d 
Street, New York City 
Tel. Chickering 3631 
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OFFSET 
GRAVURE 





©ur | eee is at the ser- 
vice of large users of a 
variety of printed matter 


Booklets 
Broadsides 
Covers 


OFFSET GRAVURE 
CORPORATION 


110 Seventh Avenue 
Long Island City, New York 


Posters 
Letters 
Inserts 











Manufacturing 
Company 
For Sale 


Company manufacturing three product 
line of toilet preparations will sell 
reasonably. Full surrender of trade- 
marks, exclusive formulas and patents. 
Products widely advertised and at 
present in just the proper stage for 
development. Have supplanted in 
many sections older competitive prod- 
ucts. Owner’s sole reason for selling 
overburdened with varied interests. 
Purchaser can acquire full control at 
attractive figure and, if desired, com- 
plete trained personnel, including un- 
usual producing sales force. Products 
have rare sales idea; 98% distribution 
secured on initial trial. With proper 
financial backing and administration 
these three products can be made 
leaders in their field. Write for full 
particulars. 


Address ‘‘W.,’’ Box 213, Printers’ Ink 
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Welcome Small 

Order Idea 
(Continued from page 8) 
said, “but it is very certain that 
at present the small-order system 
of buying is very soundly en- 
trenched. That it is sane and 
makes for stable and more profit- 
able conditions seems to me 

obvious. 

“With greatly expanded facili- 
ties for manufacture, with the best 
transportation system in the world, 
and with assured credit facilities 
for handling the needs of busi- 
ness, it would seem unreasonable 
that we should in the near 
future resort to the old method 
of speculation such as is insepar- 
ably tied up with large future com- 
mitments in anticipation of buying 
demands. 

“If we will preserve our trans- 
portation system in its present 
state of efficiency, together with a 
credit structure as only the 
Federal Reserve System can 
guarantee, I feel we need have no 
apprehension but on the contrary 
sound optimism for the future.” 


Banks 


Food for Thought after a 
London Luncheon 


Catessys Lrtp. 
NDON, ENGLAND 
Editor of Printers’ Ink: 

I sympathize with your correspondent 
H. C. Diehl, in the June 25 issue. I 
used to read Printers’ InK going 
home or coming to the office. I found 
out that way prevented me getting the 
day’s news from the newspaper, and 
prevented me making notes as com 
pletely as certain articles in the “Little 
Schoolmaster” justified. I therefore 
made a practice of returning from 
luncheon earlier on two days each 
week so that I could read, mark, and 


sufficiently digest the good spread on 
the Printers’ Ink table. 
Catessys Lrtp., 
c. UNT, 
Director. 





Directing Empire Bond & 
Mortgage Advertising 


The newspaper campaign now being 
conducted in several cities by the 
Empire Bond & Mortgage Company, 
New York, on the Empire thrift plan 
of investment, is being directed by the 
Louis H. Frohman Agency, of that city. 
This plan is separate and distinct from 
the regular sales campaign for Empire 
bonds, which is being directed by Street 
& Finney, Inc., also of New York. 
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1,744,104 
Daily Mail 


(LONDON, ENG.) 


NET SALE 


LARGEST IN THE WORLD 








LONDON, ENG., July 4, 1925. 


WE CERTIFY that the average Net Daily Sale of 
THE DAILY MAIL, after deducting all unsold and free 
copies whatsoever, for the six months ended 30th June, 





1925, was as follows :— 


OO ae Ses. 1,728,138 
a 1,742,669 
ee a er 1,739,670 
B66 6 oe he eR 1,746,246 
DE an ee pee ke Ee ees 1,746,726 


LEVER, HONEYMAN & CO., 
Chartered Accountants. 


E. LAYTON BENNETT SONS & CO., 
Chartered Accountants. 
New York Office: 
280 Broadway, New York City, N. Y. 
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SOME PUBLISHER 


who is interested in more 
western business can use 
an organization of four 
years’ successful experi- 
ence. The principals are 
men of responsibility, in 
high standing with ad- 
vertisers and agents. 
Their excellent record of 
increased business is the 
result of intelligent, ag- 
gressive selling. This 
organization offers its 
services to another pub- 
lisher. 


Address “X,” Box 214, care of Printers’ Ink, 
230 South Clark St., Chicago. 

















- Salesmen: 


We want two high 
pressure salesmen 
who can sell “Roto- 
gravure” printing and 


advertising matter in 





large editions. Salary, 


the man who can pro- 


cure big business. 


Address “Y,” Box 215 


care of Printers’ Ink 


| 
| 
| 
commission or both to 
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Pacific Coast 
Advertising Interests in 
Session 





Special Wire to Printers’ Inx 
SEATTLE, Wash., July 20. 

‘TH largest convention in the 

history of the Pacific Coast 
Advertising Clubs Association 
opened here today with 560 dele- 
gates in attendance.. Portland, 
apparently, is the delegation win- 
ner, sending an attendance of 100 
representatives. San Francisco and 
Los Angeles are running close 
together, the former sending 75 
delegates and the latter 70. 

Edwin J. Brown, mayor of 
Seattle, and Roland H. Hartley, 
governor of Washington, officially 
welcomed the _ delegates. Dr. 
Henry Suzzalo, president of the 
University of Washington, deliv- 
ered an address at the opening 
session on “The Inspiration of 
Advertising.” 

The morning session was fol- 
lowed by a luncheon during which 
the representatives of thirteen 
clubs competed in three-minute 
talks on the value of an adver- 
tising club to a community. Miss 
Alice Hankinson, of Spokane, who 
was the only woman contestant, 
was awarded the silver cup. 

Round-table discussions by de- 
partmental groups occupied the 
attention of delegates during the 
afternoon session. In the evening 
the annual dinner was attended by 
association officers, club presidents 
and secretaries, while another din- 
ner was held for the women. 

A. Heath Onthank, chief of the 
Domestic Commerce Division of 
the Department of Commerce, 
will be the principal speaker at 
the opening session tomorrow. C. 
K. Woodbridge, president of the 
Associated Advertising Clubs of 
the World, of which the Pacific 
Club Association is the twelfth 


district, will be present at the 
convention tomorrow. Don E. 
Gilman, manager of the San 


Francisco office of the Christian 
Science Monitor, is scheduled to 
be elected president of the associa- 
tion. The convention will be con- 
tinued through July 21 and 22. 
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. We Have Successfully 
| Sold the Canadian Market 
- for Over Thirty Years and 
10n . 
le Offer Our Experience 
in- eqe e 
0 and Facilities 

7s In addition to our regular line, sold through our 
of Canadian plant and largely manufactured in 
i Canada, we have the facilities to manufacture and 
Ir, distribute to the drug trade one popular article or 
- short line of drug store products. 
t This should interest particularly some manufac- 
. turer doing a substantial volume in Canada but 
h whose: problem of Canadian manufacture and 
n profitable distribution has not been satisfactorily 
solved. 
Having done business in Canada for over thirty 





, years, we have fully familiarized ourselves with 
the many problems peculiar to that market. Ours 
is the kind of a successful organization which ordi- 
narily requires a lifetime to develop. 


At frequent intervals the entire Canadian Drug 
Trade is personally solicited by our representa- 
tives. They have the advantage of the prestige 
which a house of high standing gives its salesmen. 


Needless to say, therefore, we shall be able to 
thoroughly satisfy interested parties that we are 
amply qualified in every respect to assume com- 
plete charge of their Canadian task and from the 
outset make a success of it. 





Address ‘‘Z,”” Box 217, care Printers’ Ink. 
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A few months 


Farmers f th 
Declare for 28° four of the 
larger grain com- 

Economic panies of the 
Law country, includ- 


ing the Armour interests, sold 
their properties to the Grain Mar- 
keting Company, an organization 
of farmers. The deal involved 
some $26,000,000 and was the 
largest farm co-operative project 
ever attempted. 

The four concerns advanced to 
the company $4,000,000 with which 
it was to pay operating expenses. 
This money, together with the pur- 
chase price for the properties, was 
to be paid out of the proceeds of 
selling stock to the farmers. 

But the farmers did not buy the 
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stock. Although the Grain Mar- 
keting Company was supposed to 
be strictly of, by and for farmers, 
they did not support it. The fail- 
ure of a large brokerage house 
which had heavy carryings of the 
stock in one of the component 
companies brought matters to a 
crisis. And now it is announced 
that the co-operative venture has 
come to an end, that the concern 
will be unscrambled and the four 
companies returned to private own- 
ership. 

The apparent collapse of this in- 
teresting experiment looking to- 
ward the co-operative selling of 
farm products can mean only one 
thing: that the farmer prefers to 
take his chances, the same as does 
every other business man, with the 
existing business machinery of the 
country. This is said wholly with- 
out prejudice to the able men who 
headed the enterprise. The farmer 
had ample opportunity in this thing 
to decide for or against co-opera- 
tive selling. His verdict was 
thumbs down. 

Here we have another example 
of the absolute and utter futility 
of trying to interfere with, or 
control, the workings of economic 
law. Farm products are the same 
as any other merchandise in that 
they will find their rightful place 
in the economic scheme of things. 
They have not found it yet and 
this was the reason for the co- 
operative selling project. But can 
the remedy be supplied by artificial 
means such as this? The farm- 
ers, who are the ones most vitally 
interested, seem to think not. 





* Some time ago 

o- 7 the Italian Gov- 
Fane ernment hit upon 
Advertising the idea of sell- 
Schemes’ ing advertising 


space on the back of its postage 
stamps as a means of increasing 
the revenue of its postal depart- 
ment. 

Some Americans who had come 
a:ross this new Italian advertising 
medium and who had apparently 
heard some of the noise that had 
been made about the operating 
losses of the United States Post 
Office consider this a brilliant way 
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to put our own Post Office on a 
profitable basis. This much we 
gather from a Washington news 
dispatch to the New York World. 

“Hundreds of letters,” the 
World report says, “have been re- 
ceived daily by the department 
since Italy took up the novel 
scheme, proposing that it sell space 
on the back of stamps, and the 
interleaves of stamp books. Some 
suggest that the backs of sheets 
of 100 stamps to let out for large- 
size advertisements.” And then 
on top of all this comes this news: 

“Several mail-box manufac- 
turers have offered to furnish the 
Government with rural and munic- 
ipal mail boxes absolutely free if 
permitted to plaster them with 
their own and other advertise- 
ments.” 

Both of these suggestions are 
asinine. Any scheme that tacks on 
“advertising” as a means of get- 
ting some venture out of financial 
difficulties can be so catalogued. 

There are, in fact, entirely too 
many endeavors being made today 
to turn every means of communi- 
cation into advertising. The rally- 
ing thought seems to be “let ad- 
vertisers pay for it.” Advertisers, 
themselves, can handle this situa- 
tion. Generally speaking, their one 
and only remedy is to refuse abso- 
lutely to buy space in any irregu- 
lar medium. They can’t head off 
such schemes, but they can 
strangle them. There are times, 
however, when advertisers must 
kill such schemes before they are 
born. Those occasions are when 
the Government or advertising 
clubs or associations abuse adver- 
tising. 

There is a possibility that the 
sale of space on the back of post- 
age stamps may be taken seriously, 
according to the news dispatch al- 
ready referred to. It says: “The 
Post Office Department opposes 
the idea as ‘undignified,’ but the 
pressure of aggressive business 
men for action on it leads to the 
belief the Congress may be asked 
to authorize it.” 

Any such action by Congress 
would be harmful alike to the 
Post Office and to advertising. It 
would prevent that important 


PRINTERS’ INK 165 


Governmental department from 
being put on a sane business basis, 
and it would be a beacon light to 
crack-brained schemers and graft- 
ers always reminding them of the 
thought: “Let advertisers pay for 
it.” This scheme certainly must 
be killed before it is born. 

The Government, like advertis- 
ing clubs and advertising associa- 
tions, must always be warned by 
advertisers against the use of ad- 
vertising as a means of meeting 
deficits or of providing funds to 
pay expenses that should be paid 
for by those people or groups or 
classes of people most benefited by 
the service rendered. 





Successful That market op- 
Business portunities still 


lurk in unsus- 
Accidents pected places is 


proved in some way or other al- 
most every day. 

The story is told of a bicycle 
manufacturer who in the course of 
making up a lot of wooden rims 
for bicycle wheels discovered that 
a mistake had been made in one of 
his manufacturing operations. The 
rims, when finished, could not be 
used for wheels. There were some- 
thing like twenty-five gross of 
them. As wooden rims, without 
spokes, they were a total loss. The 
entire lot was offered to the buyer 
of the toy department of a New 
York department store, who took 
them at a price, and put them on 
sale as hoops at a special price of 
fifty cents each, about a third of 
their real value. Almost before the 
buyer was aware of it they were 
sold, and the buyer was puzzled to 
understand where the sudden mar- 
ket came from. 

The buyer bought them thinking 
children would buy them for roll- 
ing hoops. Investigation showed 
that very few children bought 
them. Most of the purchasers 
were adults. Inquiry of a few of 
these adults revealed the fact that 
some physical culturist started a 
fad by recommending the use of a 
hoop for reducing exercises. The 
hoop as a means of acquiring 
grace, balance, suppleness and. skill 
in calisthenics and esthetic danc- 
ing has been in use by teachers of 








166 PRINTERS’ INK 


stage dancing since dancing began. 
The present craze for reducing has 
been made to order for somebody 
who could supply a hoop. A roll- 
ing hoop is useless; it’s too light 
and fragile. A wooden bicycle rim 
is just the thing—at once light, 
tough and resilient. 

The only reason, apparently, that 
hoops have not come into vogue 
for reducing is that there are no 
suitable hoops on the market—at 
least none is being advertised ex- 
tensively. So a slumbering market 
waits for an accident in an unre; 
lated business. 

Well, what of it? It probably 
doesn’t mean a thing this way or 
that. If business set out to hunt 
down every fleeting whim of fash- 
ion there would probably be 999 
failures for every success, King 
Tut, Mah-Jongg and Cross Word 
Puzzles to the contrary notwith- 
standing. The disturbing thing, 
however, is that some manufac- 
turer has a loss, makes up a lot 
of material that has to be dumped 
somewhere or charged off, and 
never realizes that almost in ‘the 
same line of business—sporting 
goods—a beautiful little market 
(not so little either) stands all 
made to order stuttering on the 
threshold of that accident. 

Waste need not necessarily be 
waste. Waste in one department 
is really raw material for another 
department. With 3,600 bad bi- 
cycle rims on hand, this manufac- 
turer thought of the toy market-— 
rolling hoops for children—and 
put over what he thought was a 
fair deal. But the hoops rolled by 
accident in another direction. 

The incident seems to be worth 
recording as a neat example of a 
successful business accident, the 
kind that has often, in the history 
of business, turned nothing into 





something. 
P me suppose that 
— sufficiently 
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Selling of the readers of 


Printers’ INK are golfers, or at 
least are familiar with golf termi- 
nology, to make intelligible an edi- 
torial drawing a parallel between 
golf and selling. 
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In all pursuits there is a ten- 
dency for those engaged in them 
to specialize. This is as true in 
golf as in anything else. At 
present many golfers are special- 
izing in “putting.” So pronounced 
is this tendency that “putting” is 
rapidly becoming a separate game. 
Many persons are playing it who 
do not play golf at all. Separate 
putting greens are being §in- 
stalled at pleasure resorts and 
country clubs, and these are usu- 
ally crowded with players from 
morning until night. 

Thus many “putting” experts are 
being developed who are not able 
to play the regular game. On the 
other hand, many regular players 
are lamentably weak in their put- 
ting. They are strong at tee 
drives and approach shots, but run 
up their tallies on’ the putting 
greens, 

We recently attended. the golf 
tournament at Shawnee in which 
130. professionals: . participated. 
There was little difference between 
the tee drives and approach shots 
of these players, but there was a 
whale of a lot of difference in their 
putting. 

Willie Kline, the dark horse of 
the tournament, who tied Willie 
McFarlane, the country’s open golf 
champion, in the 72-hole contest, 
succeeded because of -his remark- 
able putting. . McFarlane, who 
finally won the tournament as a 
result of his victory in the’ play- 
off with Kline, did so because he 
is strong not only in putting, but 
in every department of the game. 

No one can become a golf cham- 
pion by specializing. It is the same 
in selling. Good salesmen are not 
specialists. _Salesmen who excel 
in making out reports or in sizing 
up territorial conditions or in 
making window displays or in get- 
ting in to see prospects or in 
making demonstrations never be- 
come stars. To star, a salesman 
must excel in every division of his 
work. To the extent that special- 
izing keeps a man from becoming 
a complete salesman it is harmful. 





Harry H. Cromwell, formerly with 
the R. Sykes Muller Company Ltd., 
Montreal advertising agency, has joined 
the staff of the Toronto Globe. 
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WALDO W.SELLEW 


for the past seven years 


associated with 
ALBERT FRANK 6 COMPANY 


has been appointed 
Advertising Manager 


of 


FORUM 


A MAGAZINE OF DISCUSSION 


Edited by 
Henry Gopparp LEACH 


APPLICANTS 
FOR MEMBERSHIP 
A. B.C. 


























168 PRINTERS’ INK 








July 23, 1925 



















152 of a series showing effective coverage of national advertisers 


THE PALMOLIVE COMPANY 


Newspaper advertising 
expenditures in 1924 


$300,000 


Magazine advertising 
expenditures in 1924 


$785,270" 


Palmolive Company individuals who 
are readers of Printers’ Ink and 
Printers’ Ink Monthly 


NAME TITLE WEEKLY MONTHLY 
L.C. Proesch T'reasurer Yes Yes 
F. Lowy General Sales Manager mere - 


A.M. Craigie Assistant General Sales Manager “ 
C. L. Frederick Toilet Articles Sales Manager 
W.F. Hatch Industrial Sales Manager 

W. W. Gilgis Divisional Sales Manager 

J.V. Benton Chicago District Sales Manager 

A. Bresner Foreign Department “ 
J.D.Infield Display Advertising Department “ 


“Compiled by Bureau of Advertising of the American Newspaper Publishers Association. 
**Compiled by the Crowell Publishing Company. 
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25 most important sources 
of national advertising 


In the twenty-five industries listed below are 
concentrated practically all of the large 
buyers of all forms of national advertising. 


Consumer advertising activity of an industry in any one form of media 
—newspapers, magazines, farm papers, street car, or outdoor—is a 
pretty good index of the comparative activity of that industry in other 
forms of advertising. So taking magazines and farm papers as an index, 
here’s how they stand according to the Curtis Publishing Company’s 
compilation of the advertising expenditures of twenty-five important in- 
dustries in thirty-five national periodicals during 1924. 


Food Advertising $14,522,188 
Toilet Goods 9,662,001 
Passenger Cars 8,875,927 
Wearing Apparel 8,459,536 
Electrical 7,997,520 
Automotive Utilities 7,310,920 
Soaps and Cleansers 6,288,130 
Household 5,119,754 
Structural 5,065,852 
Furniture and Floor Coverings 4,433,555 
Heating 3,075,360 
Office Equipment and Supplies 2,601,264 
Shoes and Sundries 2,556,403 
Jewelry and Silverware 2,555,577 
Hosiery and Underwear 2,488,152 
Paints and Varnishes 2,474,116 
Musical Instruments 2,230,731 
Lubricants and Fuel Oils 2,213,409 
Tires 2,015,088 
Radio and Radio Equipment 1,983,926 
Beverages 1,606,160 
Textiles 1,213,643 
Women’s Ready-to-Wear 1,159,643 
Yarns, Notions and Dressmakers’ 

Accessories 1,150,727 
Vacuum Cleaners and Carpet 

Sweepers 1,084,251 


These important sources of national advertising can be covered 
most effectively through the Printers’ INK Publications, which 
are read by the major executives in the organizations of practically 
all of the leading national advertisers and their advertising agents. 














Retail Clerks Can Bridge Gap 
Between Advertising and Sales 


Advertising can be made more effec- 
tive in moving retailers’ merchandise 
if they will undertake the work of 
educating their salesmen to read and 
study advertisements, said George San- 
tee, sales director of the Varsity Under- 
wear Company, in a- talk which he 
made recently before the Cedar Rapids, 
lowa, Advertising Club. The lack of 
knowledge of what is being advertised, 
on the part of a sales force, Mr. Santee 
believes constitutes a gap between ad- 
vertising and selling. This gap may be 
overcome, he declared, by better co- 
operation along educational lines to the 
end that the sales people will regularly 
keep themselves posted on advertising so 
that they can intelligently use it to its 
full advantage in promoting sales. Mr. 
Santee pointed out that an _ investiga- 
tion conducted among the sales people 
of a department store revealed that not 
more than 5 per cent knew what was 
being advertised, despite the fact that 
the store’s advertisements were posted 
near the elevators. 

* * 


Boston Better Business Com- 


mission Elects Officers 


George S. Mumford, president of the 
Atlantic National Bank, has_ been 
elected president of the Boston Better 
Business Commission, Inc. Other of- 
ficers elected were: Vice-president, 
George W. Mitton, president of the 
Jordan Marsh Company, and treasurer, 
Thomas P. Beal, president of the Sec- 
ond National Bank. 

* * x 


Albany, Schenectady and 
Gloversville Clubs Meet 


The Albany, Schenectady and Glovers- 
ville, N. Y., Advertising Clubs recently 
held a joint outing at Saratoga, N. Y. 
The day was devoted to sports of all 
kinds and ended with a dinner at the 
it ag Sulphur Springs Hotel at Saratoga 

e. 


* * * 


Spokane Club to Be Host to 
Railway Advertisers 

Fifty members of the American As- 
sociation of Railway Advertising Agents 
will be the guests of the Spokane, 
Wash., Advertising Club on August 19. 
The party traveling by a special train, 
will spend the day in Spokane on the 
way to Seattle. 

* * * 


Bristow Adams Heads Ithaca 
Club 


Bristow Adams, of the faculty of 
Cornell University, has been elected 
president of the Ithaca, N. Y., Adver- 


tising Club. 


Advertising Club News 
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Kansas City Club Unites 
Administration Activities 


In order that the officers, directors 
and various committee officers may be 
familiar with the numerous activities of 
the club, Earl E. Barker, who recently 
took office as president ‘of the Kansas 
City Advertising Club, has increased the 
membership of his cabinet to include 
the chairman and vice-chairman of all 
committees. The following members of 
the executive committee also are mem. 
bers of the cabinet: Lou E. Holland, 
—— F. McKenney, Clyde H. Smith’ 

W H. Besack, Clinton L. Oliver, H. P, 
Comstock, and L. E. Rudd, previous 
president. 

Mr. Holland is chairman of the 
vigilance committee, which directs the 
work of the Better Business Bureau. 
The following have been appointed 
chairmen of group activities: H. 
Besack, agency; H. S. Barnes, direct- 
mail; J. Fred Green, financial; Herbert 
Sloan, graphic arts; Lyle Stephenson, 
insurance; E D. Voorhis, sales man- 
agers; C. C. Clark, mediums; George 
Cartlich, retail; A. J. Stephens, whole. 
sale and manufacturing; Helen Strother, 
women’s group; D. A. Brown, church 
advertising and Ellis R. Jones, com- 
munity advertising. 

* * * 


A. C. Perry Wins Western 
Advertising Tournament 


Arthur C, Perry won the low gross 
prize at the July tournament of the 
Western Advertising Golfers Association, 
which was played at the Hinsdale Club, 
on July 15. He turned in a score of 113 
for twenty-seven holes. T. S. Gamble 
won the low net prize with a score of 


95. Fifty-six players attended the 
tournament. 

The next tournament will be held 
August 10 at the Flossmoor Country 


Club. 
* * * 


N. Small Wins Spokane 
Club’s Speaking Contest 


L. N. Small took first place in the 
three-minute speaking contest to choose 
a representative for the Pacific Coast 
Advertising Club contest which was held 
at Seattle. Alvin E. Dyer was second 
and Dale Strong, third. The subject 
was “How_ Advertising Lowers the 
Consumer Cost of a | el ’ 

* * 


Women’s Club ined at 
Oakland 


A Junior Women’s Advertising Club 


has been formed under the guidance 
of the Oakland, Calif., Advertising 
Club. The club, which started with 


thirteen members, is the outgrowth of 
a women’s advertising class conducted 
- Jean Hobbs, secretary of the Oak- 
land Advertising Club. 
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Gain in Wrigley Profits 


The William Wrigley, Jr., Company, 
Chicago, reports net profits of $2,360,322 
for the quarter ended June 30, 1925, 
after Federal taxes, depreciation, etc. 
This compares with $2,225,663 for the 
same quarter in 1924 and represents a 
gain of $134,659. 

Net profits for the first six months of 
1925 are given as $4,760,456, compared 
with $4,251,226 for the same period in 
1924. This is a gain of $509,230. 


New Canadian Campaign for 


Vivaudau Started 

V. Vivaudau of Canada Ltd., dis- 
tributor of Mavis toilet preparations, 
has started a new advertising campaign 
in Canadian newspapers and magazines. 
This campaign is being directed by the 
Dominion Advertisers Ltd., Montre a! ad- 
vertising agency. 


H. G. May, General Sales 
Manager, Berry Brothers 


Berry Brothers, Inc., Detroit, have 
advanced Harold G. May to the posi- 
tion of general sales manager. He had 
been assistant to the general manager. 
Mr. May will have charge of all sales 
activities, both domestic and foreign. 


B. F. Sturtevant Appoints 
Lord & Thomas 


The B. F. Sturtevant Company, Hyde 
Park, Mass., manufacturer of blowers 
and vacuum cleaners, has appointed Lord 
& Thomas, Inc., New York advertising 
agency, to direct its advertising account. 
Magazines will be used. 


Endicott-Johnson Reports Net 
Profit 


The Endicott-Johnson Corporation re- 
ports a net profit of $1,970,012 for the 
six months ended June 30, after allow- 
ing for all deductions and taxes. Gross 
sales for the same period amounted to 
$32,652,325. 


Piano Account for Prather- 
Allen Agency 


The advertising account of The 
Baldwin Piano Company, Inc., Cincin- 
nati, has been placed with The Prather- 
Allen Advertising Company, of that 
city. 


“The Welding Engineer” Ap- 
points Eastern Manager 
T. E. DePew has been appointed 
Eastern manager, with headquarters at 
New York, of The Welding Engineer, 
Chicago. 


“Pacific Drug Review” Ap- 
pointment 
M. B. Mills has been appointed 


manager of the Seattle office of the 
Pacific Drug Review, Portland. 
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Seventy-five Per Cent of Auto- 
mobiles Now Sold on Time 


Finance companies operating in the 
automobile field report that something 
like 90 per cent of all low-priced cars 
and about 50 per cent of the higher- 
priced cars are now sold on time pay- 
ment plans. The total amount of mone: 
estimated to be employed in the instal- 
ment financing of 7 in the 
United States is said over $2,- 
000,060,000. Of this total th 000,000,- 
000 was employed during the last year 
in the financing of retail sales, it is 
estimated, and the retail sales value of 
cars financed during this period 
amounted to $2,175,000,000, which is 
in the neighborhood of 75 per cent of 
the retail value of all cars produced. 


‘Two Governors Address Pub- 
lishers from Three States 


Governor Ritchie, of Maryland, and 
Governor Robinson, of Delaware, were 
the principal speakers at a joint meet- 
ing of the Maryland Press Association 
and the Delmarvia Press Association, 
which was held at Ocean City, Md., 
last week. The Delmarvia association 
includes publishers from Delaware, 
Maryland and Virginia. Ridgely Mel- 
vin and Brown, presidents of 
the respective associations, presided. 


General Motors Sales Increase 

The General Motors Corporation re- 
ports total sales of 75,781 cars and 
trucks to consumers in June, 1925. 
This compares with 65,224 for the same 


month in 1924 and 87,488 in May, 
1925. These figures include Buick, 
Cadillac, Chevrolet, Oakland and Olds- 


mobile passenger and commercial cars, 
and G-M-C trucks, sold in the United 
States, Canada and overseas. 


Has Canadian Washing Ma- 


chine Account 

. H. Connor & Son Ltd., Ottawa, 
manufacturer of washing machines and 
wringers, has appointed The Jaqua Com- 
pany, Grand Rapids, Mich., to direct 
its advertising account. Newspaper and 
magazine advertising will be used to- 
gether with direct-mail advertising. 





Fall Campaign for Emerson 
Shoes 


The Emerson Shoe Manufacturing 
Company, Rockland, Mass., is planning 
to conduct a fall campaign which calls 
for the use of newspapers in a number 
of cities. This advertising is directed 
by the Spafford Company, Inc., Boston. 


J. W. Tabb, Sales Manager, 


Precise Company 
J. W. Tabb, formerly with the Wes- 
tern Electric & Manufacturing Company, 
has been appointed sales manager of 
the Precise Manufacturing Company, 
Rochester, N. Y., radio apparatus. 








The Little 





Schoolmaster’s 


Classroom 


T= style of typography used 
in a label or package for a 
product very often indicates the 
approximate date when a particu- 
lar product entered the market. At 
any rate, it is an easy matter to 
judge offhand whether a product 
is a newcomer or an _ oldtimer 
froin the typography of its label or 
package. Frostilla, a face lotion, 
made at Elmira, N. Y., for ex- 
ample, readily proclaims itself an 
oldtimer by the typographical ap- 
pearance of its label. 

The manufacturer of this prod- 
uct probably has often thought of 
giving it a typographical dress re- 
sembling the kind generally worn 
in the toilet-accessory field. He 
has, however, doubtless found 
many good reasons why it would 
be inadvisable to change the label. 
And he has wisely, perhaps, de- 
cided to keep it as it was in the 
beginning. 

But he has taken a step that 
strikes the Schoolmaster as a good 
compromise and as an effective 
idea. He is using a package in- 
sert that is as “flossy” and esthetic 
in its typography and layout as 
any that a cosmetic manufacturer’s 
heart of today might desire. 

So the Schoolmaster says to 
members of the Class who are 
turning out a product with a label 
or package whose old-fashioned 
typography cannot be changed and 
modernized : 

“Revise your package insert or 
get a package insert that has the 
hallmark of modern typography 
and thereby give your product that 
highly important flavor of being 
up to date.” 

* 

Where to find a new copy note 
in advertising style merchandise, 
seasonal and gift goods, is often 
a worry to the manufacturer of 
such articles. There are so many 


commodities that fall wholly or 
partly in this category—wearing 
apparel, more particularly women’s, 
both outer and inner; candy, some 
house furnishings, jewelry, almost 
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everything sold as gifts or in 
fancy packages, as perfumery and 
toilet preparations. Every once in 
a while it becomes necessary for 
the manufacturer to speed up sales, 
especially during the off season. 
Anything that will link the prod- 
uct up with what people are think- 
ing or talking about may start a 
fad. 

Often the manufacturer doesn’t 
go far enough afield in his search 
for merchandisable material. He 
has his eye glued too persistently 
to his own field and allows his 
judgment to be warped too much 
by his own prejudices and prepos- 
sessions, forgetting that his cus- 
tomers may comprise a cross sec- 
tion of humanity — “Parthians 
and Medes, Elamites, and_ the 
dwellers in Mesopotamia.” 

This thought—that a good fun- 
damentalist abhors evolution and 
a dyed-in-the-wool Republican can 
see no good in a Democrat—in- 
spires the Schoolmaster to direct 
the attention of the Class this 
morning to a piece of direct-mail 
matter just issued by Peggy 
Paige, dress manufacturer, which, 
sent to retail merchants in the 
women’s wearing apparel line, 
handles a religious idea in a par- 
ticularly clever and tactful way. 
The message is worth quoting in 
full: * 

This year is Holy Year in Rome. 

Maybe this doesn’t interest you. But 
you'll feel its influence just the same! 
_People_ from all over the world are 
visiting Rome for the special ceremonies 
arranged at St. Peter’s. 

_ As a result, a distinct “Church” note 
is coming into fashions for early fall— 
“Cardinal” red, ‘‘Bishop” and “Pontiff” 
purple, and the “Habit” brown of the 
monk’s robe, while the popular new 
“Blue Pencil” is the same blue that 
shades the robes of the Blue Sisters, 
whose beautiful little church stands at 
the top of the Spanish Steps in Rome. 
_ Also, there’s a “Churchly” influence 
n_sleeves—the loose pontifical sleeve 
with its tight, narrow cuff; the wide, 
flowing sleeve treated in various at- 
tractive ways. 

_ Incidentally—and this is true all the 
time—almost every style change can 
be traced to the influence of current 
events of unusual interest. 

Peggy Paige keeps a watchful eye on 
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..ewhether or not Man was 
descended from the Amoeba... 


Evolution in the newspaper and magazine field is a tangible 
and recognized thing. 


When a publication shows not only a steady, consistent gain 
in circulation but also a remarkable growth in advertising 
linage— 


One may then speak of the progress—or evolution—of that 
publication. 


HERE IS THE EVOLUTION OF A NATIONAL FARM 
MAGAZINE: 


In five years Capper’s Farmer has shown a steady, consistent 
gain in subscribers till now it reaches 800,000 farm homes, 
of which 700,000 are concentrated in the prosperous Midwest. 


In five years Capper’s Farmer has doubled its advertising 
linage—a record not even approached by any other national 
farm paper. 
In five years Capper’s Farmer has so increased its motor car 
linage that it now leads the monthly national farm papers 
in this field. 
In five years Capper’s Farmer has so increased its food adver- 
tising that it now leads all national farm papers in this 
classification. 


And the annals will show gains in every important classifi- 
cation. 





Published at Topeka, Kansas, by Arthur Capper 


Branch offices at New York, Chicago, Cleveland, Detroit, 
Kansas City, St. Louis, San Francisco 
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a good 
advertising man 
wishes to move 


A young executive with an 
excellent history of accom- 
plishment. A quick thinker 
with keen insight and out- 
look. Able merchandiser. 
Sound sales promotion 
ideas. Knows how to get 
and hold distribution. Will 
go any place the right firm 
is located. 


Address: Box “B,” 219 
Care Printers’ Ink 
230 S. Clark St., Chicago Office 
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these events, and before the public knows 
a new style is on its way she has made 
it up in attractive, salable dresses, 
You will want to visit the Peggy Paige 
Show Rooms this season, if it is only 
to keep posted on what’s what. 
P. S.—The price range on 


Pegg 
$16.75 to $39.50" 


Paige dresses is $39.50— 


eight off. 


A nice touch of “atmosphere” 
was given to the foregoing com. 
munication by a reproduction jp 
the margin of the folder of a line 
illustration, in subdued color, of 
the heads and shoulders of three 
Church dignitaries. The whole 
thing was handled with excellent 
taste, delicacy and in a way that 
could not offend the religious sen- 
sibilities of the most devout. 

* * 

Last year, more than 10,000 pairs 
of shoes were piled up in the 
Chicago post office. Having been 
insufficiently wrapped, they were 
found loose in the mails without 
any marks through which their 
ownership could be traced. 

Arthur C. Lueder, postmaster in 
that city, informs the School- 
master that these shoes were only 
a fractional part of the lost mer- 
chandise of all kinds that clutters 
up his establishment. He has sales 
four times a year to dispose of 
such merchandise which has been 
lost because of carelessness in 
wrapping or addressing. 

It occurs to the Schoolmaster 
that manufacturers who are seek- 
ing ways and means of combating 
the many insidious wastes that 
drain away the profits of their es- 
tablishments could well afford to 
devote some attention to the postal 
end. The Chicago post office has 
400 men doing nothing but correct- 
ing errors. They are paid salaries 
aggregating $800,000 a year. This 
adds ,to the expense of handling 
the mails and somebody has to pay 
for it. The National Council of 
Business Mail Users could weli 
afford to consider this point. 

At least 4,000,000 letters are 
received in Chicago each year 
without stamps attached. A large 
proportion of these are business 
letters. At the very best, they are 
delivered after delays ranging all 
the way from twenty-four to 
seventy-two hours. ; 

Little things—that is, little indi- 
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Helpful Business Tools in This 
Organization 
ALBERT FRANK & CoMPANY 


We maintain a complete file of Print- 
ms’ INK in our New York, Boston and 
Chicago offices. One man in this office 
js designated to go through the publi- 
ation each week and take out clippings 
¥f possible interest concerning the various 
acounts. Very frequently a _ helpful 
suggestion is brought directiy to the at- 
tention of the executive in charge of the 
account. 

We have also found that various 
dients are glad to have pertinent matters 
in Printers’ Ink referred to their at- 
tention. 

I find on checking up that P amnereomenn 
al of our executives and department 
heads read the Weekly carefully and 
take the Monthly home. 

I believe the reason is that advertis- 
ing has become so complex an organiza- 
tion effort that every worker likes to keep 
before him the news of advertising as a 
whole. This service Printers’ INK 
performs in a notably efficient and com- 
prehensive manner. 

AtBerT Frank & Company, 
Frank J. REYNOLDs, 
President. 


Primary Tools Like the Carpenter’s 
Hammer and Saw 
D’arcy ADVERTISING COMPANY 


Printers’ Ink and Printers’ INK 
MontHLY are primary tools, and like 
the carpenter’s hammer and saw are used 
99 per cent for the usual. 

Several copies each of the Weekly and 
Monthly are received by this agency and 
are read, but we depend rather more 
u our Research Division to see that 
Sieers and executives are kept up to 
date. Both publications are read care- 
fully by our librarian and all articles of 
interest checked and bulletined through 
the office. We have a permanent file 
in our Research Division from 1906 to 
date, all carefully indexed, and a real 
mine of information into which we dig 
from time to time. 

D’arcy ApvVERTISING COMPANY, 
; PHUGMAN, 
Secretary and Treasurer. 


Frequently Send Copies to Clients 
Woop, Putnam & Woop Co. 


We buy about ten to twelve copies of 
every issue of Printers’ Inx. After we 
have finished reading them, we mark 
certain portions of the same and fre- 
quently send copies to our clients. 
We believe thoroughly in Printers’ 
NK. 
Woop, Putnam & Woop Co. 
A. H. Woop, 
President. 
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How PRINTERS’ INK is used by 
advertising agents 


Complete Files for Possibly 
Years 


THE Procter & Cottier Co. 


The agency as well as several individ- 
uals subscribe to Printers’ Ink and 
Printers’ Ink Montuty. We have a 
data library under a trained librarian. 
This librarian looks through each pub- 
lication in which we are interested, puts 
the subject articles on filing cards and 
notifies one or more of our service men 
or women who are specially interested in 
a particular subject having any relation 
to one or more of our advertising ac- 
counts. 

If there is an article on merchandis- 
ing, the manager of this department is 
notified so that every person in our or- 
ganization keeps in touch with both of 
your publications. Then they are put 
into binders and placed on our library 
shelf along with complete files for pos- 
sibly twenty-five years. 

Tue Procter & Cottier Co. 
ALLEN COLLIER, 
President. 


Routed to All Members of the 
Organization 
SHERMAN & LEBAIR 


Printers’ Inx is individually sub- 
scribed for and carefully read from 
cover to cover regularly by Mr. Sherman, 


Mr. Carew and the writer. Mr. Carew 
also subscribes to Printers’ INK 
MonTuHLy. 


In addition to this our office copy is 
routed to all of the other members of 
our organization and special paragraphs 
or articles of interest are marked for 
the interested men. 

We likewise send articles of interest 
to particular clients, or members of 
their organizations, calling their attention 
to special matters of interest, and this is 
so regular an occurrence that I do not 
believe a week passes that at least one 
article is not quoted to a client. I 
know of two or three cases where execu 
tives of corporations have become sub- 
scribers to Printers’ InK because of the 
interest they took in the publication 
after receiving a few articles of this 
nature. 

Suerman & Lesarr, Inc. 
AROLD A. LEBAIR, 
Treasurer. 


What More Can We Expect? 
Barrows & RICHARDSON 


I believe every one of our forty-odd 
employees read one or both of your pub- 
lications. 

Barrows & RICHARDSON, 
W. M. RicHarpson. 
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PREMIUMS AND 
PREMIUM SERVICE 


—We save our customers on cost of premi- 
ums all overhead expense, all investment 
in merchandise and all worry and bother 
A buying, handling and distributing pre- 
miums, 


—We give our customers the benefit of 
dl tee experience in the premium busi- 


pe is no charge of any nature for 
our Service except as represented by the 
small profit on jobbers’ cost of premiums 
ordered. Premiums are paid for after de- 
livery to the customers of our patrons. 
They are guaranteed against damage and 
dissatisfaction, 

—tThe cost of this Premium Service is very 
much less than the expense involved in 
purchasing, stocking, packing and deliver- 
ing from a department of a single con- 
cern, The saving in detail is very great. 
—Booklets explaining everything mailed 
on request. Please state nature of business. 


THE PREMIUM SERVICE CO., Inc. 
199 Franklin Street New York 














House Organs 


We are the producers of some of the oldest 
and most successful house organs in the 
country. Edited, printed and mailed in lots 
of 1000 and up ate 15 cents per name per 
month. Write for acopy of THE WILLIAM 
FEATHER MaGazine. 


The William Feather Company 
607 Caxton Building : Cleveland, Ohio 














Experienced executive in national ad- 
vertising and marketing, who is in 
position to arrange the financing of a 
small patented article, can have exclu- 
sive manufacturing and sales rights in 
exchange for small royalty. No capital 
required for experimenting, factories or 
machinery. Article is an universal neces- 
sity and with proper handling should 
monopolize a market of many million an- 
nual sales. We want the best qualified 
man we can get to handle this proposi- 


tion. Give present connections, and out- 
line of past experience. Replies treated 
confidentially. 


Address “‘D.,”” Box 71, 
Printers’. In 


Care of 
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vidually—count for a tremendoys 
lot in business. 

* * * 


For seasonal appeal, for inge. 
nuity in finding a shortcut to a 
tender spot in the reader’s heart, 
for the distinction of making a 
contribution to the Hall of Fame 
in the realm of industrial adver- 
tising, the Schoolmaster commends 
himself and all that is his in the 
Classroom to Joseph R. Ryerson 
& Son 

on. perhaps that is too much 
to say about a single advertise- 
ment. The Class shall judge. 

What the consumer—what the 
reader of advertisements—thinks 
about is a constant source of won- 
der to the writer of advertising, 
Despite the reiterated adjurations 
of those who sit in high places to 
relax not in the effort to make 
sales during the summer months, 
one can’t help wondering, these 
days, whether the consumer’s mind, 
under a baking sun, in the heat 
of the kitchen or the closeness of 
an office, is as susceptible to the 
high-pressure appeals as it is when 
the atmosphere is just a little 
cooler. The buyer of industrial 
products—what does he think 
about while he grinds at his job 
during the dog days? While it is 
rank heresy even to intimate that 
goods cannot be sold as effectively 
throughout the perspiration period 
as at any other time, just the same, 
what does the buyer think about 
while the sales and advertising 


campaign rages about him? Does 
he listen? Does he read? Un- 
doubtedly the general consumer 


can defer, go golfing or take a va- 
cation. But the plant cannot do 
that. It must run, be the weather 
hot or cold. Buying must not stop. 
_ Therefore, what kind of adver- 
tising will the buyer of industrial 
products read most eagerly or 
cheerfully in July and August? 


. Here are two pieces of advertising 


about products of the same kind. 
One of them is technical—facts, 
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Cibbons Limited, 


TORONTO 


MONTREAL 
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“<i! The Salesmanager or District 


ng a 


| Salesmanagers You Have 


lends 


r Always Wanted — 


nuch 


“ll Now Available to You 


y the 
inks 


‘me [| A staff of five District Sales Managers 


ion ante 

sf] covering the entire country is available 
€ . . . 

ths J) for employment individually or col- 

in, f} Jlectively. Every man is a high grade 


leat 


wi] sales executive, capable of organizing 


h e 
tle any part orallofthe country, developing 
rial 7 — . i ce 

in and maintaining a business efficiently 
iol i ‘ 
i and satisfactorily. 
ely 


1] This staff in a brief period developed 


ne, 


te a National success in a food line 
; marketed through wholesale grocers. 
: A change in policy makes available the 
“ services of this experienced and suc- 
cessful staff as individuals or as an en- 
g tire staff. They are all four and five 
, thousand dollar men. 


Write “C,”’ Box 70, care of Printers’ Ink. 





















NICHOLAS J. AMEN 
Grand Central Terminal Bldg. 
TELEPHONE 
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Advertising 
Men and 
Printers 


Exctusive RIGHTS 
are now being allotted for 
a new weekly theatre-pro- 
gram, printed in rotogravure 
for motion picture theatres. 


This magazine-program 
contains twelve pages, well 
edited and profusely illus- 
trated. Three cover pages 
are blank and additional in- 
serts may be added. Local 
theatre announcements and 
advertisements are printed 
locally ; providing the thea- 
tre with an interesting 
house-organ; advertisers 
with an excellent medium 
and the printer or advertis- 
ing man a good weekly 
profit. 
Specimen copies and details 
upon application 


Territory awarded without 
cost to responsible men 


Singer Program Co. 
250 West 54th Street 
New York 

















INK July 23, 1925 


figures, data, tests, decimals, good 
meaty dope and maybe a blueprint 
—the kind of stuff that purchas. 
ing agents, engineers and superin- 
tendents eat alive, as one might 
say. The other is not so technical 
—maybe just a beautiful picture of 
the product, a few words of breezy 
copy—everything sugar-coated and 
made easy-looking. Which will 
the sticky buyer turn to at 98 ip 
the shade and no relief in sight? 

What he will probably do will 
be to wait until the next morning, 
All of which is merely begging 
the question and does not alter 
the essential basis upon which in. 
dustrial products are purchased, 
Nevertheless, the Schoolmaster js 
here to say that a certain adver- 
tisement of Joseph T. Ryerson & 
Son which appeared in the July 9 
issue of a technical journal js 
a bright spot in that periodical and 
will undoubtedly be read _ with 
more or less delight by many in- 
dustrial buyers. 


* * * 


The entire upper half of the 
page is taken up with a beautiful 
photograph of a beautiful scene 
of Lake O’Hara in the Canadian 
Rockies, beneath which is the cap- 
tion, “Can You Forget Shop?” 
And then the copy, which reads: 


After the six-day-a-week habit, it's 
hard to forget shop for a while. But 
here are two suggestions that may help. 
First—choose a wonderful spot where 
all nature will woo you away from care 
and worry. And second—dispose of the 
buying problem before you go, by desig- 
nating good reliable sources for every 
requirement. 

In the case of steel, just leave instruc 
tions to call upon Ryerson when any- 
thing comes up. Then there’s no need 
to worry, for an order on Ryerson is 
almost as quick as a requisition on your 
own storeroom. 


As a piece of rather notable in- 
dustrial copy, which appeared dur- 
ing a week when the heat and 
humidity were high, the School- 
master submits that this has every- 
thing claimed for it. 











SING (0 ART “a 


H. E. DIEVENKORN 
~_ 276 W. 43 


= @ADVERTI. 
oo . —s 





W.43"Se. ——~ 


PENN.9S9O0O88 


- 






















































July 23,2 


Advi 
Check-\ 


\ssOCIATIC 


fditor oF 

May I 

uitional a 
sociation 
torial “Th 
geared on 
July 9. 
if the evil 
the advert 
bis advert 
give the | 
You wi 
nection, 1 
were ado} 
associatior 
our headq 
their use 
slicitatior 
AssoctATI 


Advert 
Commé 


“The 
tising | ™ 
ments, — 
addressin 
national 
which we 
cently, “ 
prohibiti 
to true 
would ac 
to conys3 
prohibitic 


Furnit 


A syn 
under 1 
Furnitur 
in Dela’ 
Pennsyl 
up the « 

Officer 


Presiden 


secretar, 














3, 1925 


» 800d 
eprint 
iT Chas- 
1perin- 
might 
*hnical 
ure of 
breezy 
d and 

will 
78 in 
ight? 
. will 
ning, 
ging 
alter 
h in- 
ased, 
er is 
lver- 
mn & 
ly 9 
l is 
and 
vith 


ful 


July 23,1925 


Advertisers’ Association 
Check-Mating Gentle Grafters 
AssoCIATION OF NATIONAL ADVERTISERS, 
New York, July 17, 1925. 
fditor of PRINTERS’ INK: 
May I express, for the 340 leading 
ational advertisers who make up this 
sociation, our approval of your edi- 
trial “The Gentle Grafter” which ap- 
peared on page 158 of your issue of 
Jaly 9 No one is more keenly aware 
f the evils of hold- up solicitations than 
the advertiser, who is trying to invest 
his advertising funds in a way to re- 
give the most return for his money. 
You will be interested, in this con- 
section, in copies of resolutions which 
vere adopted some time ago by this 
gsociation and which are furnished by 
wr headquarters office to members for 
their use in replying to certain types of 
slicitation. 
ASSOCIATION OF NATIONAL ADVERTISERS, 
R. K. Leavitt, 
Secretary-Treasurer. 


Advertising Would Make Ten 
Commandments More Effective 


“The application of modern adver- 
tising methods to the ten command- 
ments,” said Clarence C. Hamilton in 
addressing a convention of the Inter- 
national Christian Endeavor Association, 
which was held at Portland, Oreg., re- 
cently, “‘would change them from stern 
prohibition laws to factors contributing 
to true happiness. Modern advertising 
would adopt the positive form in order 
to convince the public that they are not 
prohibition laws.” 


Furniture Syndicate Formed in 
Delaware 


A syndicate of retail furniture stores 
under the name of the Associated 
Furniture Corporation has been formed 
in Delaware. Retail establishments in 
Pennsylvania, Ohio and Indiana make 
up the corporation. 

Officers of the corporation are: 
President, Oscar Kleeman; _vice-presi- 
dent and chairman of the board, Edward 
Kahn; treasurer, Jesse F. Salomon and 


PRINTERS’ 





secretary, Walter B. Keeman. 
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Space Buyer? 


The Man—Cultivated Gentile, who is 
probably an assistant space buyer today, 
but is equipped and anxious to direct 
media department. Not over twenty-seven, 

The Position—Head of media depart- 
ment. Interviews publication representa- 
tives, makes up schedules and issues 
orders for space. Not a big salary to 


start, but real opportunity to grow. 
The Agency—Medium ssized, thor- 
oughly equipped and recognized. Located 


in large city, middle Atlantic Seaboard. 
Handles national accounts and is grow- 
ing steadily and healthily. 

experience, salary, state if 


Give age, 
now occupied and, if possible, submit 
photograph. Correspondence confidential. 


Ink. 


Address ‘‘A.,’’ Box 218, Printers’ 





WANTED, 


We require the services of an experi- 
enced sales letter writer, one who thor- 
oughly understands direct mail service. 
For the present we wish part time and 
consultant help, but this may lead to a 
permanent connection. Would only be 
interested in hearing from one who has 
been successful in similar work for others; 
particularly is it important that he 
able to write letters that will get business. 

ddress ‘‘Passaic,’’ Box 216, Printers’ 
Ink, New York, 











any Independent advertising concern can put 
us in touch with an occasional printing job 
or an account, we will be glad to pay a 
regular commission. High-grade direct by- 
mall booklet and catalogue work only, wanted. 
Our plant with complete facilities and service 
department is conveniently located near Penn 
Station. Address “‘R.,”" Box 23, care of 
Printers’ Ink. 





‘“*FASTEST SELLING 


RUSSELL E. BAUM (Bch;. 





Everywhere) 615 Chestnut St., 





Cut Folding Costs 90 


Baum Automatic Folder 


FOLDER IN AMERICA” 


Philadelphia 
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Classified Advertisements 


Rate, 65c a line for each insertion. 
First Forms Close Friday Noon; Final Closing Saturday 


Minimum order, $3.25 











BUSINESS OPPORTUNITIES 


Printing Machinery and Supplies 
New and Pre-Used 
Printers’ Complete Outfitters 
Conner, Fendler & Co., New York City 


FOR SALE 
three-roller paint mill. One 
11x24, three- roller granite finisher. 
Cheap. Harting, 132 Montauk Avenue, 
Brooklyn, N. Y. 


WINDOW DISPLAY SERVICE 
A well-established Window Display Ser- 
vice organization, located in New York 
City, having a clientele of the highest 
National Advertisers, requires additional 
capital for expansion. Will sell part in- 
terest, preferably to sales executive, or 
sell enttre business. Box 644, P. I. 


FOR SALE 


Stock on hand and Copyrights of Mail 
Order Publishing Business, of extreme 
interest to Retail Merchants, especially 
those who have businesses in smaller 
Communities. Also Film Rights of these 
Publications, which have unlimited rpos- 
sibilities for rental of Films to Cham- 
bers of Commerce, Rotary and Kiwanis 
Clubs and other Business Men’s Organi- 
zations to campaign for “BUYING AT 
HOME” and keeping business in their 
towns. Can be sold separately or to- 
gether. This proposition has great Eco- 
nomic value, and will bring tremendous 
returns upon the investment. Legitimate 
reason for selling. Address— C. M. 
LANSING, R. 759, McCormick Build- 
ing, Chicago, Til. 


EASTERN AND WESTERN 
MANAGERS WANTED 

A newly organized monthly trade paper 
with a good distribution, fine advertising 
patronage, amply financed and a money- 
maker from the start—desires a New 
York, Philadelphia, Rochester, Cincin- 
nati, Chicago and St. Louis representa- 
tive. The New York manager will con- 
trol the East and Chicago office the 
West. This is a strictly commission prop- 
osition, no advances, no drawing ac- 
counts, all contracts paid immediately 
upon verification. We are publishers, not 
novices. We know most of the good men 
and you will be wasting your time un- 
less you are a real producer, a hard 
worker and haven’t too many irons in 
the fire. The Eastern and Western man- 
agers will eventually be given—not sold 
an interest in the business as a bonus. * 
Now let us hear your story—Send photo 
if possible. Box 647, Printers ’Ink. 


HELP WANTED 


Advertising Salesman Wanted 
High class A. B. C. publication desires 
Western representation. References re- 
quired. Only intelligent, cultured man 
will qualify. Box 635, Printers’ Ink. 








One 9x32, 

















Photo-Engraving Salesman Wanted 
One who can make himself felt and be. 
come a factor in our business. The Gill 
Engraving Ceampany, 140 Fifth Avenue, 
New York Cit 


Artist oe mechanical re. 
toucher on machinery and catalogue sub- 
jects. Steady position with live organi- 
zation. Location—Detroit, Mich. Give 
experience, salary wanted, etc., in first 
letter. Box 632, Printers’ Ink. 


College Annual Salesman—A live organ. 
ization, at Detroit, Mich., would like to 
connect with an experiericed salesman to 
cover Michigan, Ohio, and Indiana, on 
college and school annuals. State full ex- 
perience in first letter. Box 633, P. I, 


WANTED ARTIST 


First class studio man experienced 
in line and dry brush, for figure il- 
lustration and layout work. Please 
send samples, which will be re- 
turned, also state salary desired. 
Box 641, Printers’ Ink. 


Two Advertising Salesmen for Trade 
Paper. One must be acquainted with 
New York City dry goods and specialty 
stores, and one well acquainted with 
Newark, N. J. dry goods and _ other 
stores. Gentlemen with good records 
and first-class references have wonderful 
opportunity with a new trade paper 
without competition, published twice a 
week. Strict commission basis until 
ability has been proven, later arrange- 
ments on straight salary or salary and 
commission will be made. Box 638, P. I. 


Exceptional Opportunity. Established or- 
ganization requires immediate expansion. 
We sell recognized feature to daily news- 
papers and other services. Our work em- 
braces important angles of selling and 
advertising. Newspaper experience desir- 
able, but not essential. Requirements 
sound selling experience and strong per- 
sonality. Single man preferred since con- 
stant traveling is necessary. Remunera- 
tion basis straight salary and all 
expenses. State full particulars, your 
experience and salary expected. Recent 
Photograph desirable. Box 646, P. 


























WANTED—A free lance or some- 
one to devote some time to the 
Preparation of newspaper adver- 
tisements for an honest medical 
preparation. We want someone 
who has the talent and the patience 
to try different appeals until the 
one that pays is found. Unless 
you have had experience in medical 
advertising please do not reply. Ad- 
dress: E. S., Box 140, Grand Cen- 
tral Post Office. 
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MISCELLANEOUS 


High-class Printing Broker or Adver- 
tising Man can secure office space with 
service in office located on Broadway 
with printers doing an exceptional grade 
of work at ordinary prices. Splendid 
opportunity for ~ a party. Phone 
Bowling Green 7485 


“FINE OFFICES AVAILABLE 
Exceptionally suitable for Advertising 








Agency. Advertiser occupying entire 
floor, will sub-let one or two of adjoining 
roms in first-class building. Times 
Square section; light, airy, spacious, re- 
fined atmosphere. Reasonable rental 
Phone Longacre 4162, or address 
G. P. O. Box 407, New York. 





POSITIONS WANTED 


Advertising Assistant—All around man; 
has expert knowledge of copy, cuts, 
correspondence and make-up of publica- 
tions, also familiar with detail of agen- 
cies; married. Box 642, Printers’ Ink. 


THROUGH THE MILL 
Experienced in advertising, sales man- 
aging and financing with successful 
record. Metropolitan Distritt preferred. 
Box 643, Printers’ Ink. 


DESIGNER AND LETTERER 
of exceptional ability. Layouts and dum- 
mies. Intimate knowledge of type. Fifteen 
years’ experience. Specimens. ea 
in part-time arrangement. Box 650, P. 


DIRECT-MAIL EXECUTIVE 
Thoroughly familiar and competent to 
handle a direct-mail department in the 
mailing, addressing and multigraph equip- 
ments, desires connection. Box 651, P. I. 


Advertising Solicitor, Copy-Writer, 
layout man (not artist), with valuable 
newspaper experience, seeks connection 
with growing agency; northwest pre- 
ferred. Ability to plan campaigns and 
carry through. Box 636, P. I. 


I Want to Grow 


What are the chances in New York State 
for a young woman who writes good copy, 
understands layout, type, has had worth- 
while advertising and teaching experience, 
some secretarial; now assistant advertis- 
ing manager high-class department store? 
Highest recommendations. Box 652, P. I. 


Somewhere there is a concern with 
vision that is looking for a college trained 
man, 24, with a thorough knowledge of 
advertising and printing gleaned from 
3% years’ advertising experience. This 
concern demands a creative, intelligent 
worker and offers in return a position 
where a successful future is assured. 
To such a concern I offer my services. 
Box 640, Printers’ Ink. 


BEST YOUNG ADVERTISING 
MAN I HAVE EVER KNOWN 


will be available Aug. 1. Profilic writer. 
Background of 7 years as correspondent, 


























reporter, advertising assistant, trade 
paper editing. Knows layout, make- “up, 
publishing. Only 24, good opportunity 


for Chicago firm to train him to fill re- 
sponsible job. Box 637, Printers’ 
Chicago Office. 
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WRITER OF TECHNICAL, TRADE- 
PAPER AND DIRECT-MAIL COPY 
available Sept. 1. Makes own roughs. 
Three years’ agency experience. College 
graduate; 26 years old; married. Pres- 
ent salary $350 a month. Box 629, P. I. 


ARTIST 


wants steady position. Excellent figure 
and general illustration, black and 
white, some editor experience. Re- 
liable firm, studio or advertising agency. 
Address Box 645, care of Printers’ Ink, 
Chicago Office. 


I am 30 years old with a family and 
I want to get settled down and put be- 
hind one reliable product my education, 
brains, energy and the sum of ten years’ 
experience in mercantile and manufac- 
turing businesses. Interested in Sales 
Promotion and have complete equipment 
for carrying out Mail Campaigns. What 
have you to offer for my services with or 
without the machines? Box 639, 


ASSISTANT TO ADVERTISING MAN- 
AGER OR ACCOUNT EXECUTIVE 
I am at present conducting practically 
all mechanical and contact work for a 
small recognized agency. However, my 
duties are of such a nature as not to call 
into fullest use my knowledge of gen- 
eral advertising, including Copy Writing, 
Typography, Printing, etc. Thorough 
training in agency and advertising de- 
partment work. Box 649, Printers’ Ink. 


Are you on the lookout for a 
high-caliber proofreader 


Proofreader, male, expert, in the fullest 
sense of the word, in any phase of proof- 
reading, whether general or highly spe- 
cialized, now open for connection either as 
head i-reader or reader. Age 32, married, 
2 years’ college; credentials. Available 
forthwith. hat inducement have you? 
Address Box 648, Printers’ Ink. 


ENERGETIC YOUNG MAN 


Am seeking an opportunity to make a 
permanent connection with an established 
concern where ability, personality and 
hard work will offer a good future. Have 
3 years’ sales and advertising experience. 
both inside and outside. University grad- 
uate. Twenty-six years old. Excellent 
references. Future is first consideration. 
Address Box 631, Printers’ Ink. 


Account Executive 
and 
Copywriter Available 


Twelve years’ agency experience servic- 
ing major accounts. A consistent pro- 
ducer of good copy. A thorough student 
of merchandising with the ability to 
gather facts and to incorporate them 
into a definite plan covering sales and 
advertising. A proven record of sales 
ability in developing accounts. A good 
knowledge of printing and engraving and 
sufficiently an artist to make attractive. 
salable layouts. Thirty-three years of 
age, married, of good appearance and 
clean cut in every respect. Permanent 
position desired. Location immaterial. 
Salary $5,000. Box 634, & 
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Waiting to Receive You 
A Rich New Empire— 
“Household” America! 


HE day of the compelling importance of 
“Household” America, which is Small Town 


America, hascome. Through the years and 
years of cautious but sound and certain develop- 
ment the small town has grown wealthy, alert, 
eager and worldly. @, The eyes of the busi- 

ness world are very perceptibly turning from 
the congestion and confusion of market war- 
fare in the metropolitan area to the olive 
branch extended by Small Town “House- 
hold” America. @, Your opportunity for 
immediate normal market expansion is 
clearly available through the institution 
of “The Household Magazine.” The 
big national force of Small Town 
“Household” America. @, The story 
of “The Household Magazine” is 
most interesting and absorbing. 
Every active or prospective nation- 
al advertiser should hear it. 


Let us bring you 
the evidence! 


%HOUSEHOLD 
MAGAZINE 


—74% of whom average two 
checking accounts per family. 














ARTHUR CAPPER MARCO MORROW D. M, NOYES 
Publisher Assistant Publisher Advertising Manager 


General Advertising Office B. P. BARTLETT, Eastern Mgr 
608 S, Dearborn St., Chicago 120 W. 42nd St., New York 


With the September number “The Household Magazine”’ steps into the foremost class in physical 

make-up, with new paper stock. At the same time it is assuming a greater institutional 

significance by virtue of inaugurating the Household Searchlight as a department of “The 
Household Magazine,” details of which will be given at a later date. 
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CHICAGO—the important 
electrical market 


( sacaee has more homes wired for electricity than 
any other city in the world. 


Any one of the 43 states (shown in black on the 
map below) has less residential lighting customers than 


the city of Chicago. 
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Here is certainly a rich market for the manufacturer of 
washing machines, electric irons and ironers, fans, refrig- 
erating plants, lighting fixtures and scores of other 
allied products. This market is adequately covered 
with only one medium, The Chicago Tribune, which 
has the largest city circulation of any Chicago news- 
paper. Ask a Tribune man to call and explain how 








you can profit by the use of Tribune space. 
The BOOK of FACTS is now ready and 


will be sent to any selling organization 
requesting it on business stationery. 


The Chicags Tribrue 


itHe WORLD'S GREATEST NEWSPAPERI(f 







































